
At October’s virtual Blooloop expo a lot of discussion was understandably about the  
recovery period to 2021 to be the year they make their come-back, the tactics,  
technologies and operational changes required is a big debate. 

But the focus shouldn’t be solely on quick-wins in order to re-open and drive visitors  
through the ticket gates. Changes should focus on longevity past this pandemic, using the opportunity to be one 
of the few organisations that takes the initiative to make operational changes for the better. 

Before discussing what these changes and technologies should be, first we need to consider what the past and 
current friction points are for visitors and how it impacts guest expectations in the ‘new normal’ of Covid. 

Typical visitor journeys around a theme park or 
attraction include for example purchasing tickets, 
ordering and paying for food, and then where and 
how to eat that food, and a journey to the gift 
shop. Before the pandemic these journeys were 
simple and replicated across all types and sizes 
of parks with organisations employing traditional 
till points, ordered line waiting at restaurants and 
busy seating areas to dine in. 

Now with Covid safety measures in place these 
journeys are punctured with friction points. How 
can guests purchase paper tickets when they 
need to limit what they touch? How can they 
queue and order from a server at a restaurant if 
numbers need to be limited? Will visitors be able 
to socially distance in the merchandise store 
when numbers are high? 
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So what technology could theme parks and destination resorts implement that will solve 
these friction points, while evolving to meet the park and guests needs in years to come.
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Through the use of a mobile app visitors can order and purchase their 
food and beverage from anywhere in the park, collecting at a specific 
time. This technology has been implemented by many brands already, but 
post-Covid consideration needs to be given to its evolution. More seating 
needs to be provided to ensure visitors can enjoy their purchases 
safely distanced from others. And if ordering for multiple people all from 
different food vendors, how do you ensure it all reaches the correct visitors 
without them needing to queue four separate times. One solution could 
be to reallocate staffing from the fixed till points to become food 
runners that are designated to a specific food location. Previous 
Omnico research found that 75% of respondents say having their food 
and drinks delivered right to them, wherever they are, would definitely 
improve their visit. Another option, again highlighted in Omnico research, 
is the option of delivery robots or moving convenience stores! 80% of 
respondents are possibly or definitely interested in a robot to deliver food, 
while 75% would definitely or possibly want a mobile convenience store. 

Another technology is the implementation of virtual queuing. Not simply 
for rides, but also virtually queuing for a table at a restaurant, or 
space in the merchandise store. An alert sent direct to the visitors 
mobile device can advise them how close they are to the ‘front’ of that 
queue. This might even become a compulsory expectation of the visitor as 
they want to ensure the very best and efficient use of their time at the park. 

This leads on to time ticketing. If attendance continues to increase to pre-
Covid levels, parks have the opportunity to better space out their guests 
and knowing the average length of stay from the data collected on their 
visitors, they can flip the gate multiple times throughout the day. In 2021 
we will certainly see creative uses of advance reservation and time 
ticketing.  

Looking at how to create additional revenue streams is also a high priority. 
If parks need to create additional seating areas to cater for numbers 
ordering food on-the-go, then they could look to replicate the model used 
by airports for VIP’s and members. Theme Parks and Resorts could 
install VIP lounges or areas, similar to that of water park cabanas, 
that guests can hire for the day, ensuring their own safe ‘space’ 
is reserved. This removes friction points including waiting in line and 
waiting for seating to become available. While they can be purchased for 
single use, the park can stress the benefit of it as an annual membership; 
upselling annual passes and membership. 

For theme parks and destination resorts coming out of the pandemic fog, 
for those who have already re-opened and are looking at ways to re-ignite 
visitor attendance, they need to remember this: visitors may not be 
asking for these technologies, but look beyond what they’re asking 
for and anticipate what they need. Ensuring their health and safety in 
these times is paramount, but it can be achieved through technology that 
has longevity to create guest engagement for the future. 

SEATING FOR FOOD  
AND BEVERAGE

VIRTUAL QUEUING

VIP AREAS

more seating needs 
to be provided to 
ensure visitors can 
enjoy purchases 
safely

Virtual queuing may 
become a compulsory 
expectation of visitors

Theme parks and 
resorts could install 
VIP lounges or areas

of respondents say having 
their food and drinks 

delivered directly to them 
would improve their visit

of respondents 
are interested in 
a robot to deliver 
their food

75%

80%


